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PRODUCT PROMOTION PLAN 
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VIRGINIA SLIMS 

3RD FEATURED BRAND - 2ND 4 MEEKS 


OCTOBER! 

Sij M[T fw I T [IF I S 

mi 1 Nw 




Consumer Offer: .7 -• : ■ ■ 

; • Virginia Slims will feature "Fret” Nostalgic Matches with each 
j two. pack* purchased. The matches will be "On the packs." 

?T: • Promotion Objectives 

y y Gain trial emong competitive smokers j 

Rainforcathe brand's advertising campaign. 

* Facts About the Brand: 

' _ • Virginia Slims Regular 411.5%. 

• Virginia Slims Menthol 417.2% 

l —.• Total Brand 413-9% 

• Supermarkets: Theibrand's most important outlet. 

• 25% of all women smokers have tried Virginia Slims. 
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Sept. 2-Oet. 25,1974 
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TM® Merchandising Set-Up Sheet supersedes the brandlalignment outlined on the 
Plan Folder., -;•. -;:h.^ ivti ivi ' ' 

,.. Vr./; ^ ■'-•■■:.iii.V ; ’.. i;/ v v - 

y WAREHOUSE AREAS ^ / : >:: : v v- . — 

T'V^: r ^Fi Portland,,; Maine 'V Providence, R. I. ^ Jersey City, N. 

.'Manchester, N. H. 4;- . Hartford, Conn. . Boston:, Mass. 

':l^csfc:•:O v Sprtngfieldl Mass. ' • ; •,;.••• ^ r ~^MA " , ; ;v " 


. ; l4$}fx*jyi i\.'c>'vV> ,-0' f. v :: 


. SECTION I, II, IV 
MERCHANDISING PROGRAM SET-UP SHEET 


Providence, R. I. 
Hartford, Conn. 


Jersey City, N. J. 
Boston, Mass. 


. *\'$v >: ^ v.ov-:.■■ 

MARKET AREAS & PERSONNEL INVOLVED 



■di ^Section 11 






A Division: 

01-01-00 


Li: -*-.;y 

01-02-00 


S' 

01-03-00 

i^j-T 

U«a.v. • 


01-04-00 
01-06-00 


Assignment: 01-05-011 
r : - 01-05-02 

" r 01 -05-03 

. -r. i 01-05-07 


Section 2 
All Divisions 


*Sectlon 4 

04-011-00 

04-02-00 


ifV'W 


tip 

Sl» 

•••- *“ *•••>r^'V.V^v< 


*ALL OTHER INDIVIDUALS REMAINING IN YOUR SECTIONS: WILL FOLLOW THE NATIONAL PRODUCT 
PROMOTION PLAN. >,. *,:..V-:!;v. .. . 

*■ '.ii'v r,. ••* ' V- “ - . ■■■ • ■ ' ' ' 

As a part of the 10-cairton combination offer,, sell-in 2-cartons Marlboro Mfenthol 
Box , 2-cartons Marlboro Lights, and 1-carton Marlboro 100‘s. 

PLAN "B" DISPLAYS - New Wire Rack: Display Marlboro Menthol Box with Marlboro 
v • -w ' Red, 100" s or Lights in the top section - September 2 - 

.i ; • October 25, 1974. :■ • 

PLAN "B-1 M DISPLAYS - Display Marlboro Menthol Box with Marlboro Red, 100's or 

r; Lights, in the large section - September 2 - October 25, 1974. 

30 PACK SET/SELL UNIT - Display Marlboro Menthol Box with Marlboro Red, 100‘s or 
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&$?%■-! ■ stages of titR irtfrot'HAWAII vf fell% ^ofri J **«*<•'-v'‘‘.vi- t^v 

- r* • Throikm u • * .'$vrpjir>£, «M;,... .*v■:•*•>•• v., 

' r % W . $**C MERCHANDISING PROGRAM SET-UP SHEET tS* >»: •'>a. 

; aUpMy iviTs^af v *ta', daJpcrian^fdr jayV^Cw^ru^;,. . v;. 

tHspv-srirfuct kaifltMira^Mgfc* ‘dsrir** .-«>* ' *»*;■ ■ 4 • 

T^-Thiis Merchandising Set-Up Sheet supersedes the brand alignment outlined! 
tron the Product Promotion Plan Folder. Marlboro Green Soft will be sold- 
- 7 In and displayed with Marlboro Red, Lights, and 100's to accounts 
located in Hawaii only. ,- *:>. ' * ; 

¥0«r retail are bac|c?d up WLf/t support-v*; P.0.&,, : 

' ^otfc'rfwl then ’pr*v1nu* ? s Tte'- - ?, 

hr/Vs a part of the 10-carton combination offer, sell-in 2-cartons Marlboro 
** Green Soft, 2-cartons Marlboro Lights, and 1 -carton Marlboro TOO’s. 
ttem. 
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Sept. 2-Oct. 25,1974 
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PL PLAN "B" DISPLAYS --New Wire Rack: Display Marlboro Green Soft 
, 3-v fc.-.'s>j.7« r- :r j i ; 1 ‘ Pack with Marlboro Red, 100's, or Lights in 
5fr£V>ins& the top section - September 2 - October 25, 

, t^rand 1 .allg^nt- . t 1 • 

7 f 

Sill-in 2-?.fl,Ii;vk^ular and } *? M i f^nr; 1 «£■ a-mart ,>*" - =-. 

: ccPLAN M B-1" DISPLAYS - Display MarlIboro Green Soft Pack with MArllboro 

Red, 100's, or Lights in the large section - 
Vv '- 7-’-7 September 2 - October 25, 1974. 

rim display 

J^idk ' DiSv^^y'P.K.l 1 . tv.; iL ^brl^rriV i:r»! tr:--v-- •'•■- • 

ATI other’instructions relating to the 10-carton sell-in and display activities 
. outlined in the Product Promotion P14n Folder will remain unchanged. 

DiSy^.YS: 
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PHILIP MORRIS U S A. 
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SAN FRANCISCO, OAKLAND & SAN JOSE 


Sept. 2-Oct. 25; 1974 


' ^’V' PROMOTION RATIONALE & MERCHANDISING PROGRAM SET-UP SHEET 

The Initial stages of the introduction of Philiip Morris International have 
.been most encouraging. Through a combination of sampling, P.O.S. Materials 
and I advertising, more and more consumers are aware of the brand. 

Display activity is also of vital importance for any new brandL It is 
extremely important that this product maintain a high degree of visibility. 
The "special look" that is projected by P.M.I.‘s package serves as a - 
.}. tremendous selling feature for the brand. .. • 

j ' ~';v ^7- : 7 ; 

.7- Vv*’- •:? >•••" V: '; ••••'»: 7 

:Your retail efforts are backed up with supportive P.O.S. Materials which is 
more colorful than previous materials. Consumer responsiveness to the 
brand will! be enhanced further by the continuation of highly successful 
advertising campaign, and, at the same level as during the initial introduc- 
. tion. ,, v- : , ', f ;. . ; u *- v,. 

■..-V \ ■s: . .-v'-fo-i ' rVi S-" ■ * • .** ' ’*■'* * v ’ ' •• *?'.'• 

; ;v ."■* ■••sL . , •• • 1 - .• > • ■. ; ■ ' .. , .... -,i, .• 

^ w; v .. ^ • . . . ••• . 

Philip Morris International will be the secondary brand during the entire 
8-weeks of the Fifth Sales Cycle . The merchandising and sell-iin activity 
outlined on this Merchandising Program Set-Up Sheet will supersede the 
brand alignment outlined in the National Product Promotion Plan Folder. 

^Sell-in 2-P.M.I. Regular and 1-P.M.I. Menthol as a part of the 10-carton 


c combiination offer. 
PLAN "B" DISPLAYS 




> New Mire Rack : Display P.M.I. with Marlboro in the bottom section 
. : September 2 - October 25, 1974. . 


PLAN "B-r DISPLAYS v- ' • . ‘ 

• . Display P.M.I. with Marllboro in the small section 
.*'* October 25, 1974. 


September 2 - 


All other Instructions relating to the 10-carton sell-iini and display activities 
outlined! in the Product Promotion Plan Folder will remain unchanged. 
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MILITARY REPRESENTATIVES 

' • *'• •-- - ■ -*- •• ; f* >'V^V ; - 


fifth sales cycle 


;-r ! v'.H,'c r ^v^ '••:t- 7 - ■ | || l| | vnuu.V/ V ■ v/ h i ■ -• r.- 

^ V-v • SEPTEMBER 2,1974 - OCTOBER 26,1674 


fev- FEATURED BRANDS ,1 


... National advertising will be placed behind the brands preceded by an asterisk (*). For your information, you will be provided 

with national sales figures for all major brands through June, 1974. T r *V*-*'- 




L BRANDS ^\SB* 

•Marlboro 80/85 '"'M 
' •Marlboro Lights '- 
_‘Total Marlboro 100% 
•Marlboro Menthol 
v •Total Marlboro ^ 


MIL. 

^ - GROWTH 

fefr+34.5%: 

+19.00% 

fcfcr- 6.2% 


NAT. 

GROWTH 


yjfc* ^^^*MIL. 

^BRANDS -v' GROWTH 

••+ - -ft-* 

r f>arliament 80/85 •• 2,1% 

•Parliament 100% ^^25.6% 

.J ‘Total 8&H Multifilter 7.3% 

^'1 ■ ■ - -• *•'j'^Yv v^'" 

•B&H Regular 100% • + 6.3% 

*> *B&H Menthol 100% ^±>\ *\2.3% 


'V^v- ,->* ■ 
^'^Tjtvv- 


fcSSfcT 


•Virginia Slims Regular £ 
i -Virginia Sliim . «.J* ^‘ 

The sales figures above provide you with an opportunity to compare the sales of our brands In your area with safes on a 
national scale. .^awu^i- c ^-c;T.i? 1 ■ *<***&■*•?, >*•;w**s;;.:••• 


•Parliament 80/85 
•Parliament 100% 




NAT. 

GROWTH 


, - 1.4% 

&- • • 

*>' + 9.2% 
^♦13.8% 













S»*& DISTRIBUTION/INVENTORY 


-■^ Identify several accounts that have distribution voids this cycle. Make special distribution presentations designed to secure dis- 
*•*&?? tributi on for brands not stocked. . «* • V s - *$ 

Review your accounts In an effort to identify those with an inventory problem. Recommend an avaraga weekly order designed 

r k$\*** in9 inv * ntor /. up topar ; 

-*?^You recently received a Philip Morris CustomerCircular No. 429 pertaining to the previously established five <51 case minimum i 
Shipment It is still permissible to sell military outlets only a three-case minimum. You will be notified if this policy changes. 


J-- MERCHANDISING ; 


PLAN A 

An ample quantity of Shelf Talkers, Coupon Pads and other 
^-T ; R.OJS. items used for national promotions are available for 

• -vC'2fe use in military outlets. These must be ordered in keeping 

* & with your ability to utili*# the materials effectively. Order in 

normal manner, . . ^ : ^ . 

r' ‘ Every effort must be made to maintain a share of the carton 
-si'-V fixture equal to our Market Share In that area. Make sure 
Ptan-O-Grarm are followed as adjustments are made in the 
carton sections. ......- i: *-■;- j>. > M y,x~-- t- "; 


AAFES B & B1 PROGRAM ' ’ 

These display units provide important product exposure 
v" In high volume outlets. Be sure the displays are being 
properly maintained and in compliance with our mer¬ 
chandising contract. 


We need to have an inventory of< the 
number of Generic A-1 Bins you have on 
hand in your storage location. ProvicM 
us with the number of one (11 column 
and the number of two (21 column bins 
available. This information i should be 
forwarded to George Kama) i no later 
than September 20, 1974. 


Continue to work with the vending specialist on military 
bases in an effort to secure placements for our brands. 
Advise your Section Managers of any successes gained 
as a result of working with the base specialist. 


1 cokimn or 2 column 


SET/SELL DISPLAYS 


These units can be used and are accept¬ 
able where single packages are diiplayed. 
Payments are not to be used for this 
display. 


PACK MASTER™ MERCHANDISER 

Pack Masters have been widely accepted 
by many military outlets throughout the 
country. Units are to be requested in the 
normal manner. Presentations to military 
outlets will be an ongoing program. 


Business Reviews: Continue making Business Reviews to target customers you have iden¬ 
tified. Include in your monthly report any business reviews you were able to present. 
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PRESENTATION SUGGESTIONS 


tin 


NON-CONTROLLED OUTLETS 

t • •'• £ 

OPENER: -V — _ 

J|' Fwaetfred Brands ^ "■'h - ,-■■ -■ j 

^ Marlboro -V'^ ’ • 

Ban son & Hedges 100's or Benson & Hedges Multifilter 
Benson & Hedges Multifilter or Virginia Slims 


s'Vssh*'., 




•, BENEFITS: 1 

p Proflf SM/cfwe ^ 

C£r 100 Packs X _1» Per Pack * 

"1 • Number Cartons_X$__Cost 

. • Subtract Retailers Cost From Gross Sales 


Vi Consumer Offer 
See Promotion Rationale 
, See Promotion Rationale 
See Promotion Rationale 

ii V .V- 


« S GROSS 

■ r / S_:' RETAIL! 


Brands Growf/i 
Local Sales Figures 
Local Sales Figures 
Local Sales Figures 


GROSS RESALE VALUE 


•.* Ap*. a— 


S ■; , —ADD 5 X 50< or $2.50 (Gratis Packs} \ - ■"X;- ' 

ADD GROSS OOLLARS + SET/SELL ALLOWANCE + 5 FREE PACKS 
V • TOTAL GROSS DOLLAR PROFIT 4- GROSS SALES - ,S>-v-,. , 




. RETAILERS COST 
. GROSS DOLLAR PROFIT 


8ET/SELL ALLOWANCE • 
f RESALE VALUE—5FREE PACKS 


. TOTAL GROSS $ PROFIT 
. GROSS PROFIT MARGIN 


BRANDS GROWTH AND/OR MARKET SHARE IS AN OPTIONAL ELEMENT OF THIS PRESENTATION AND SHOULD BE USED ON 
AN AS NEEDED BASIS. : v * , - - . 


CONTROLLED OUTLETS -.M >■ ■ V ’ y. ... V • 

■ Primary Objectives: (1) Getting ito thle order guide. (2) Increasing the base Inventory in each outlet and (3) Getting 
out on the carton and pack racks. 


the merchandise 


- ■ ti 


^ APPROACH MANAGER: To tell purpose of call _ 
^ SERVICE DISPLAYS AND RACKS 




• Rll end label pack rack. [ } } H =luiu.. ud r-——~ ^ ^ . V . 

’ iT^"* 

* t : ^L * FiH ® nd ,ab6 * carton rack. ' / - B|ri;irTF fe teS? 

&0 '*§ IHg/ ^.vT**v-\ r ' vf“ 

, • Refill and relocate A-1 or other displays and needed; 

V- &V P:0:S. ITEMS (SMALL PIECES): should be put in place as you are resetting racks and displays. 


INVENTORY CARTONS ON HAND: FOLLOW THESE SELLING POINTS: 
>. • (BrandS) irt which manager is low or short. - :. 


Manager’s inventory status—your past three trips. 


• Out of stocks are losing him (Cartons)—(DollSrs) Weekly, 


• The growth of our brands: (See Promotion Rationale). 


• List your order: 


List by brands _ 


• Make certain all brands needed by the outlets areiplaced in the order guide. 
Leave order with manager. 


• HiS weekly order should be increased by _ 




till 
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:pffc^|-V SAN FRANCISCO.: OAKLAND & SAN JOSE 


SALESMAN'S NAME_i_ 




TERRITORY NUMBER 


I ' 


fj A 


i , ■ ; I ::"- 7 [,"•-■ • 'i >.;;;| ! !'7 

»/% '.: *■« :-. i ■ ■>•« '•*• ■ * **<* 5iL 


“ »^v 


*fer 
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m r j ‘V 

T*- 1 -' 
.&$.••* 
esfe4» 


1^- 


■U’ mt 


, ^ .■;. .. 
itV/v 

■ W- - i# \iyiv • 


7*>; 

wv ;; ? 

' TV?. iV- 

f'%4 





REPORT IN THESE SECTIONS IN THE NORMAL MAN-' 

NER. BE ESPECIALLY CAREFUL TO INSURE THAT'S 
YOUR PROPER TERRITORY NUMBER IS WRITTEN '; 

AND MARKED IN THE APPROPRIATE SPACES. 

REVIEW YOUR SCANNER CAREFULLY BEFORE MAILING TO MAKE CERTAIN THAT ALL EIELDS f 
ARE MARKED CORRECTLY. 

• :' .$ Vi-. ‘ *_ 


-17 



7®^#' iM- wm-s-H' • 

^ r; : ; »0-: -9!- 


i r 


a: 


> 2 v ,%;••■ W 

: ' *.:■<<£ ry g' •-" 


•> nss r j' • ;. 1 

iTP n twAm v f 1 k : 


■ '7r*P. •' 




MAIL IN AMPLE TIME FOR THE SCANNER TO ARRIVE IN OKLAHOMA CITY NO LATER JHAN 1 V' 7] j : r ^;*7;r ‘T\ 

MONDAY MORNING. L • * • L f I : ■ U i; : *P 1 

. • • •-•■ •; . f- •• :.V -'• V! .V ft ... •-v, : ; i Jy’ - <•• •: -"^1 -.1 W : 'l1 ! t- 

’ i' ;; 'f «i *: ; 7■’ p ; V'^j ^' J .p I 7*v • j 


tOTAL 

CALLS 

WEEK 



BREAKDOWN 
OF CALLS r^H 


Noo-Controllad 
Stores whor« 
buying and m*f- 
chandising de¬ 
cisions are mad* 
locally. 


Controlled 


Cham stores 
where buying 
and merchandising 
decisions are 
made at head¬ 
quarters. 


TYPE CALLS 


ifcfilajaBL 


tOiOKO: 

C?3^K23 
C33 ;ai c33 
C43 4143 
t53;5ic5i 
C03 6^6^ 
t7i 7173 
[0i-65;6i 
rgi 93 cgi 


OT 01 

1*1 j; I? 

2 if- 2 3 2 a 

33 

4 


4 : 


m 

A 

t 5 

''"'f 6 * 6*61 

7 [ 7^71 

M 


i 


iMl 


'X'' 

.y.iti ■ 

■vU:-: 

m- 

P4X- 

ft*.u 


: 1 I 

i REPORT NUMBER OF NON-GONTROULED AND 
t NUMBER OF CONTROLLED CALLS MADE EACH 
N; WEEK. ALSO REPORT THE TOTAL OF ALL CALLS 
? MADE. " "« • j 


\ 

4/.9002B001 

I 


■pi 


af 

; 

"&■{ 

11 


SSl^ 


lTIS 
USED 

cq”io jkoJ 


C1 3 rl 3 c13 

t2 3 -21 C2i 
C3 il3U9i 
7. | |c4ir4Jr4i 
C 51151 CS 1 
teiieitci 
173371:71 

t0J[0J[01 

rgi:9 j 393 


If 

em 

JV-'■ 

&L2-. 

itfo 


&/O l 
i !^£\T 

■. 

| : ^ 'y ■“ J _ ■*; C -«■» 

’allgratisused 

SHOULD BE COM*' 
BI N E D AND 
TOTAL PACKS 
USED REPORTED 
IN THIS COLUMN. 
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JfV. 


«>j. 

k -r^A> 




r t 


■'T- vr 
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' 1 % . 
J&K 


-•& 'mo 

iif. 

An: 

'fr ■/■■•"*• 


CONSUMER INCENTIVE, 


RKS SO’t 

SWITCH 

SOLO 


3 3 + 3 * 
4V41K41 


|tOi :0i tO 3 tOi 0’ OS OJ 
t|::i3i13i1) nrimi 
t23 2 ir23£2i 2 3 p2^ 2^ 

(31 l 3 3 C3 3 r 3 a 

C 43 [4 3 C 41 143 

i$3 :5)C03C51.5K53S53 
t03[03[03 C03'0 1 6 1 r 6 J 
C73^73C71C73 7- 7 3l 7J 
01 :«U 0 US 1 B 1 0 s r 0 j 
a [91 [93^91 9s '9 1 t9i 


) 


REPORT: TOTAL 
NUMBER OF 20'f 
SWITCH SOLD IN 
THIS COLUMN. •; i j 

' V* i e •'. : M-r 
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20’s 

USED 


i 7- 
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i -o r y . 
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REPORT TOTAL j 
NUMBER OF 20's 

us ed for •;;§]. 

SWITCH SELLING : 
AND SAMPLING IN M. 
THIS COLUMN. 
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REPORT ALL SALES OF MARLBORO 
IN THIS COLUMN FOR THE FULL 
EIGHT WEEKS. MAKE CERTAIN 
NON- CONTROLLED TOTALS ARE 
SEPARATED FROM CONTROLLED 
TOTALS. 


# • REPORT ALL SALES OF B & H T 

i i- MULTIF. IN THIS COLUMN FOR 
^iTHE FIRST 4 WEEKS (SEP. 2 - 
A , SEP. 27) vM ,JW 

w;': > ;r n ft’.fvr. 1 <»'! • 

• jVA. SUMS -2ND 4 WEEKS ^ 

;• 4(SEP. 30 - OCT. 25) * - * 'V*? ! 




, ocpnRT a i i <aj pc np P M T !• nciryn i mll omuco uc d « n iy-g« -&• REPORT THE SALES OF ALL 

# !|NTHISCOLUMN>OR THE Fife' - *JUUTIF.^ C 'N7H'S COLUMN FOR^ ^t.OTHER BRANDS IN THIS COLUMN 

.'4 WEEKS (SEP. 2 -SEP, 27) . " THE RRST 4 WEEKS (SEP. 2.- FOR THE ENTIRE CYCLE. 

• iour i »• ™n4WKi«4-$3’ “K; ’ 

••! P.M.I. 1 ' i^p 4 WEEKS‘.V , ;VA. SLIMS — 2ND 4 WEEKS “ ,. s kv, .;S„r -Jr4-KiV-'W i v'.,-i-if'-’-•'Vw' ■ ^ 

i (SEP, 30 — OCT. 2ST ^ > * (SEP. 30 — OCT. 25) • 1 ' ^A/5 f A. . > :: k- 


■(SEP. 30 - OCT. 25) 


lu.uj.Li-iu-ffn 







REPORT AS 
USUAL. 




.* REPORT 
•. ALL PAID 
m SET/SELLS 
DISPLAYS 
FOR 

MARLBORO 
IN THIS 
COLUMN. 


•*q jv-yriy^iji* 

.-SX'UJCMZ KT 


DO NOT 1 |' 
REPORT IN ff : 
THIS , p 

column; r c 

■ ; 

! :-Ttf ] £)"■ ‘h 


‘ • T ; 

Y;J J AO f ^♦i) 

>.V- . .T/j>UR 


^ REPORT ALL 
,U * 1ST MAJ. , 
SET/SELL j. 
f-T DISPLAYS j 

t;x; placed ~ 

WITHOUT -j: 
>i ? PAYMENT jl 

,ik\ in this >• 

’ COLUMN.' V 



REPORT ALL’$ 
3RD BRANDS*® 
SET/SELL f ■ 
DISPLAYS \ 
PLACED "-Ai, 
WITHOUT 
PAYMENT „ xjTji; 
IN THIS 

COLUMN ff %$'■ 


REPORT J 
ALL PAID 1 > 
B & H MULTIF 
SET/SELL , 
DISPLAYS / 
DURING ;0 
THE FIRST 
4 WEEKS .j- 
VA. SLIMS 
2ND 4 

WEEKS. ^ 

OiAfei 

Yl.rit, 


riOO <ltK 


DO NOT I 

V 

REPORT 

i REPORT,! 

ALL A-1 

} IN THIS 1 
t SECTION? 

Lull- 

DISPLAYS 
ERECTED 
THIS CYCLE 
IN THIS 


COLUMN. 

'4%. 
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DONOT 
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COLUMN 
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^burce: https://www.industrydocurherits'ucsf!!edu/d6cs/kqyk00b0 
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■• ' ' ’■■ ; . • • •;' -f. *. v '•• • - '•'’ • ; - ; ii ‘'z'-’r v $v *T- •-h'"- * ' ’ : *? ;’ . u U/ : y- Sfi>'-$^. i>„>;?i 

« #r3iSCANNERfSHEETIRfPORTING INSTRUCTIONS^* 


T.iv.'.v ~ -. j^y 




SALESMAN'S NAME >?' r -* *■* ,- 

TERRITORY NUMBER*- 


REPORT IN THESE SECTIONS INTHE NORMAL MAN-SJ 


■'■ <*■ «■• fHiii* ;Vr; • j 

.f?'v'. *fe'fe' ■ : YOUR PROPER TERRITORY NUMBER IS WRITTEN'^ 
b • t' ' AND MARKED IN THE APPROPRIATE SPACES. ,,,„.. .^41 

..".' 

tyV'ibb: 4 ; ' REVIEW YOUR SCANNER CAREFULLY BEFORE MAILING TO MAKE CERTAIN THAT ALL FIELDS 

■^^■'0 W'fVZ are marked correctly. . .: t . •; -»r fi.? . : i; •:'.lv:', < 

fill*? p«lQ. . .. : 1 ^4'# : ': T -1 

L’fee’(i •'•■' MAIL IN AMPLE TIME FOR THE SCANNER TO ARRIVE IN OKLAHOMA CITY * NO?, L’ATER 'THAN > 


NER. BE ESPECIALLY CAREFUL TO INSURE THATj 
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isPalK 

X 7 T 

Q» 

- «y., M»«g 

j§§ 


■its--- , 4- 

,f ' .4 3 ••;:• ■ «JL. 



\* ,-?MT b '"•': 

, J ”ii t Ail } '. 

■r 1* V ' i t- * 

:j: .v, »■ jbf,; • v 

vVV vf' «J b bi'-f' * 

:*• 1*' 

^..V■ ■ Sv 1 i- : 

U - 


MONDAY MORNING. 


?&»f: iv‘ 



l|, |fcj report number of NONCONTROLLED AND 
fcS NUMBER OF CONTROLLED CALLS MADE EACH 
4 " *T WEEK. ALSO REPORT THE TOTAL OF ALL CALLS 

.$• ife MADE. • i 
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REPORT . TOTAL 
NUMBER OF 20's 
SWITCH SOLD IN 
THIS COLUMN, i i 


REPORT 

TOTAL 

NUMBER 

OF 20'$ 

USED 

FOR 

SWITCH 

SELLING 

AND SAMPLING IN 

THIS COLUMN. 
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flST FEATURED BRAND 

t*W*S»a?<*ew»» '*■• -c.'.•*■•--. ■ 



IBlPack y==5 Shelf * / / ' f'l' Easel * ^ :,• 

Set/Self - - Telker - - Poster *—j“ Card . " 


:;>± item .. 

.■^' 30 Pack Set/Sell 

®3ife - 2 .- _.*«* 


-» » Pack SelfSell . , r : * AS PE R LIST 

-“•V18 Pack Set/Sell ' <!«: ■■■ -••’ AS ^EH LIST —-*.^, 

SMr-■ ■-•■.- - 


■*4*2.:T ••»■■/ 


^i^She., WW ,*$£ 60 „ V.? ^-. 


.^.CoumerCanl ~ 


50 

• 

vie -V V^C 




- v .-'JaW.-v: 


gg asr 


‘^S^K^H^iES^OO’s^ 

■^Panasonic Emergency/Light * ; 


ttS|l6|l7!tBtl9|20WI 




•«< . Hi in i^jupuri 

~Tr v* •*=»■.-■>?**>’ .♦ -—': 

-'&+ Counter Card with 


’> 60 . 2 S *'••;•• so 


r.^.uv-;?.V>V 






- ■ gvfo: 


- .BENSON & HEDGES 
. ^ MULTI FILTER - Generic 

^s^t, 30^— °^|gp : 


; OCTOBER 
S I M 1 T 1W I T | F |S 
ll lO |1 2 3 < 5 

[el 7 1a 1 9 |io|Ti|iT 


^; -: , r- t. ~ ‘ " “ " 1> —r 


--*•■' * v-f** ••'- *w • ? u. C3 

^3RD FEATURED BRANDS r [ffl JJJj 
' (sj “MW I ff? \V 

Sapt. 2- Sept. 27,1974 (aid?* is is ir L l 


Small Shelf Talker 

■ 

;' 50 ' ' ' : 

' 25 " 

' 5° 

•' . with coupon pad 


: * • kiU .-• '^*' 1 ' ; v • ;• —i,!;. 

■£-'.. ■ , c -v^ '-V 

’•V. ;Lt^.a - 


Counter Card with 


• 60 . ■ 

• 25 

* ' 50 

; > coupon pad ' 

i^» a *r<4 •• cw- -•. ;’!: : “>■•■ 1 

Ift 

V 

v; s* rt'v v~.v>-.; 


V.: 




Pos ter 

• > • S/R 


V;■ > : • v;. 

-2\ 20 peck Set/Sell ‘ t ; T A 


AS PER LIST 


£ ' ; c V. , ... rU 


■ 50 •' 

. ^ •■ N;V' ijtf o ■■ -'i 


^ VlRGINI TT m ^ ^"fpTs 
, 13 Nostalgic Match Boxes ^ -5 e ^"b~~I~t V 4 ^ 
, ; with 2 Packs . ]I iZHilll 

^ '*r.- V » 21 77*73 24 

T Sept. 30 Oct. 25,1974 / . . ■Wiltfl WtBMllMti 




VIRGINIA SLIMS - Generic 

V Nonon-pack States (Nebraska 
A Montana): a... rr.' -;*- 


• womana, a ; ' £ U 

Sapt. 30 - Oct. 25. 1974 " 


■EDBICaElSEai." 

I .II I ' 111 


MISCELLANEOUS 


], • -,.v“ 36 Pack Set/Sell 

50 

:-■;. -2 -V ? 25 

50 , . \ J?*/ 

■ '^y with Instruction 

Sheet ,, • . 

J.r ,.>.^'c 


■‘y ,.. , 

• * v y ••h^. 

. Nostalgic Matches ‘ 2 

S * • 2'* 

900 

-/> fv-— : ;V • •': 

' >.- 450 

■'y^rvg&s 

'■ 118 sets of 3 match 


’ . ’ "• . 2 * . 

sets of 3 

boxes per display) 

r € -. 

' v ' *, , i-/■ ’ "-:„ 

- , match boxes 

,..V“ •.■■'• ••• • T-‘ v '- 

60 


i - ■ + 30 single 

> '>>• - Single Nostalgic 


boxes + • - 

*r& > match boxes for 

: .. '», ^ 

•■:' • •'• 

500 vinyl '• 

...; a V use on display + 5 



bands 

< [• ■; for giveaway . . Yiv 

’;, 

’ V -'-H jT. / ■ ■ V 

••;/.. ?-. / : ' • 

V* , .* r". > " * '" i; -•■• ' r : ‘>/i-;‘. ‘ 


-■ ? r . v. */ .' * -*•; 


^V. tir’- Posters (Generic) 

50 

2S '>- 

Bulk ••*■_ 

■ ; ' '^yy ; yyjry'^:^y 


• ’-.v : ']{"-. ; s ^v, : .',, 

•' ' • i^=.:. 

20 Pack Set/Sell 

6° 

• •;•; 25 

*50 ■;,, ■■' 

" ‘ Posters (Generic) 

... 50 

;• ;,v • 25 

Bulk 

I . ‘ t /!>-■•;£ ' ■. 
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SPECIAL OFFER 10 Carton Bands 
Daily Work Record 
Retail Order Pads 
MaskingiTape .1 I 

Scanner Sheets " I ’rf 4 1’ . r ' *-?'' 
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Source: https://www.industrydocuments.ucsf.edu/docs/kqykOOOO 
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RETAIL ACTIVITY 


• «iuM:' 5i >•«“-■ <■-; ■****;■ 

carton com * Dinat ' on with 5% hand gratis up to 10 cartons. 


• SELL-IN: 


• r~ September ~| September ^0 * ■■ 

r;, |m 2 113 1415 16 17" 5 Marlboro {2 100*s Box, 2 Lights, 

E 9 1 TO n 12 litu ;'*:■ 1 Menthol) >. -s» w- r 
^ jjtliMjjM 3 Benson & Hedges 100’s (2 Regular ' 

V^lSSSl 1 •£; * 1 Menthol) • •••- - 

■ .B H BIl lmi uBi H llIlllil H U j Benson & Hedges Multifilter (1 Regular 
* 1 Mwnho *> 


□□nanarall 
. □DQoau 
iinnommra 

(D ED EO CD SHOE]I 
E3EHE3E3E3E3l^!l 

I :i : '!l-'iiMMH 


5 M«rB>oro (2 100's Box. 2 Lights, 

1 Menthol) 

3 Benson & Hedges Multifilter (2 Regular 
& 1 Menthol) 

2 Virginia Slims (1 Regular & 1 Menthol) 


luidditional diiion* ^ ^rlbo^ R^iid oiilw Philip* lilo^^artfs (Gratis will not be of fetedfor piirchase of 

" > ^^^ U{b0r0 R ^. l ? 0/85mml ^ ^ 

^^^fc^tatitude will Ibe permitted in changing the product mix in the 10-carton sell-in. Example: We suggested 2-100's Box, 
2-Lights, and 1-Methol for Marlboro sell-in as First Featured Brand.! In an instance where your customer has on hand a 
’^PrSaKsufficient supply of Lights and Menthol, sell-in ^cartons of Marlboro 1001s Box. Direct any further questions to your 
• Division Manager regarding latitude in selling in the ICFcarton offer. ..... *.; %. • A . 


:V f ;;r. 

^rZ&r 


IUJUC 111 ill Iiw t vtvos IWII viifN ^ /' \ y,0- . - . ^ 

wth lOCAHTON PURCHASE ^ ~ t 


EE wiih 2 - CANTONS ■ H UPTO I IN ]~fl 6PACKS FREE *»ith IfrCARTON PURCH/ 


$< .00 S.t/S.11 sllowaocfl for display! placed in a salf^aarvice position 
for 2 weeks. With merchandising contract - use 20 pack Set/SeM displays. 
Without merchandising contract, use 30 pack Set/Sell displays. 


(NOTE: Combinations you can offer: 
5% hand gratis + $1.00 Set/$el» or 


■‘-^^'1:.-V-: F wV : v : SI.OO Set/Sell) 

: j ^^ CAY LOCATIONS ' H:‘J’ &$’:!/&■ •-fl'-Z" Tv' v, \,r. 






■ '^^i®3;.COUNTER .OR CHECKOUT “• . 

> 'GRATIS.REC6irf"j!§^#^;;-;;C ; :.*T; ••: *o'j- 

.. X^^|jPLACE DISPLAYS T. Show $1.00 few display payment on bottom of gratis receipt. 

. SinNATl JRF ' Dealer tidnature reauired. '• '£ ' ••'.? i- !■■ 


SIGNATURE Dealer signature required. •-f ’“.yA^j ; ;.* 

^^^^CQMPLETED RECEIPT ’ - Attach to Weekly Expense Voucher, or Daily Work Record. 


^^ ^^ yECORO accordance with Section Policy. 




.; SPECIAL SELL-IN/DISPLAY ACTIVITY ’*! ■’ fl ■ ■ 

National: Refer to Display Set-up page inside Product Promotion Plan Folder 

v:«?'■£ • . • ..• ■ '■'•■ - i. 

. ; .^A t # S»n Francisco: See Merchandising Set-up page ‘ 



.• Sactions /, it, A IV: See Merchandising Set-up page 
^ f*' «*w»r/: See Merchandising Set-up page 

*'tv i*-:- A;. * J r 

FEATURED BRANDS ft-;- 

;* 7 — • •? > -X ; 

mm % ■•■> 
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